Entrepreneurial marketing in Micro, Small and Medium Enterprise (MSME) considers more the firms unique business environment with entrepreneurs' innovative, proactive and opportunistic way of operation. MSME marketing practices and decision making seems more creative, alternative, instinctive, informal, unstructured, chaotic, and unplanned. Conducting marketing in small business is different than in large organization because multinationals do not have the resource constraints that small businesses have. The objective of study was to examine the relationship between entrepreneurial marketing dimensions and MSME performance measures, and to identify the best ways for MSME growth. Primary data were collected from 98 entrepreneurs in Parbat, Baglung and Myagdi Districts of Dhaulagiri Zone, Nepal. The quantitative analysis was made by Chi-square test, ANOVA analysis and correlation assessment to test hypotheses and examine the significant relationship between variables. Qualitative data were collected from ten experts and experienced personalities from government executives, entrepreneurs and business association executives. The research identified the significant relationship between entrepreneurial marketing and performance of MSME in Nepal. The qualitative study found that MSMEs have limited facilities from government and they have lacking enterprise friendly environment. It is suggested that Nepal government should introduce effective programs to motivate youths for establishing their enterprise so that income generation and employment opportunity will be generated. Five dimensions of entrepreneurial marketing named customer, market, entrepreneurial, innovation and influence orientations are recommended for further study.
Background
Entrepreneurs and MSME owners need a better understanding of their marketing in order to address the challenges of this new world. Marketing is essential to provide customers what they need and want. Conducting marketing in small business is different than in large organization because multinationals do not have the resource constraints that small businesses have. Nevertheless, small business can capitalize on having flexibility to adopt changing market conditions which is lacking in larger organization with rigid hierarchical structures [1] .
Marketing capability is defined as the ability of an organization to understand and fulfill customers' need at the right time, right place and right cost. Effective marketing attempt is essential for sustainable business performance [2] . MSME marketing considers more the firms unique business environment, characteristics of owner and managers, and available resources. The management culture is more innovative and MSME entrepreneurs tend to be more proactive and opportunistic in nature. MSME marketing practices and decision making seems more creative, alternative, instinctive, informal and unstructured, chaotic and unplanned. MSME entrepreneurial marketing process includes two major aspects as networking and word-of-mouth communication. Networking for business activities means that companies join together with a common objective, working together and cooperation through sharing ideas, knowledge, resources and technology. Such networking occurs, for example, through trade events and personal contact. Word-of-mouth communication is found more effective to MSME for internal and external relationship building, establishing mutual trust and developing listening skills and empathy. Entrepreneurial marketing relies heavily on word-of-mouth communication to develop customers through recommendation. These recommendations can occur from customers, suppliers or other referral groups. Word-of-mouth communication in MSME is exchange of ideas, brand image and such other elements of product or services through person to person interaction and oral discussion. Word-of-mouth is meaningful especially to purchase decision in many customers and B2B markets [3] .
Statement of Problem
All the elements influencing for performance have no constant impact as their dynamism is being changed continuously and they are situational variables.
Hence, no one can predict easily and accurately the success and long-term sustainability of any organization at present competitive and unstable business environment. However, the positive relationship between entrepreneurial orientation with performance in several different cultural and operational environments has been reported [4] . MSMEs, usually operated under the entrepreneurs' control, may suffer through the lack of knowledge and understanding of marketing planning and practices. It may result to the inadequate marketing and leading towards business failure. Therefore, it is essential to increase awareness S. Gyanwali, C. Bunchapattanasakda Open Journal of Business and Management of small firm to the importance of marketing [5] . The impact of competition in the business environment has compelled many organizations to turn around and start scanning the environment for information, so as to have competitive edge over other similar organization within the industry. Organizations have to maintain efficient and effective marketing intelligence in order to maintain their completive position in the industry [6] . Due to the lack of educational opportunities and poor support mechanism of state, Nepalese MSMEs are not able to sell their product/services to target customers. Therefore, the research and dissemination of knowledge on entrepreneurial marketing is essential in Nepal.
Significance of the Study
Marketing plans and activities in small and medium enterprise are influenced by entrepreneurial qualities. Although the research on entrepreneurial marketing is 30 years old, many important questions still are waiting for an answer. Whereas research now emphasizes entrepreneurial marketing techniques in MSME, there can be significant differences in the application of marketing in entrepreneurial-led and non-entrepreneurial-led firms [7] [8] . Entrepreneurial marketing dimensions named proactiveness, calculated risk taking, opportunity focus, innovative, resource leverage, customer intensity and value catenation that are to be internalized and applied effectively in marketing activities [9] .
Survival and growth of MSME in the global competitive business environment is not easy because they generally have limitation of financial, human and technological resources. The entrepreneur alone takes major decisions of business and operational activities. Therefore, the success of enterprise depends upon the entrepreneur's creativity, innovation on product/service and process, risk taking capacity, identification of opportunity, proactiveness, relationship with customers and other stakeholders, effective utilization of resources, persuading to concern authority, marketing intelligence generation and communication, willingness to change, and inner motivation for achievement.
The study on MSME entrepreneurial marketing is needed in Nepal because such work has not done yet. The findings of such work would be applied in MSME operational activities for their growth. The policy makers will be able to consider the importance of entrepreneurial marketing while planning the MSME development activities. The academician will be benefited for their knowledge development and then conducting the further research.
Objectives of the Study
To assess the relationship between entrepreneurial marketing and MSME performance.
To evaluate the existing MSME marketing practice in Nepal.
To identify the better ways to improve the MSME development and their sustainability.
Conceptual Framework
On the basis of review of past studies, the conceptual framework is developed.
Dependent variable is MSME Performance where as independent variable comprises the four dimensions of entrepreneurial marketing named customer orientation, entrepreneurial orientation, market orientation and innovation orientation [10] . These four dimensions have some specific components. Customer orientation includes responsiveness, customer intensity and customer value creation. Similarly, market orientation includes resource leverage, networking/ relationship and market intelligence generation. Entrepreneurial orientation includes four elements named calculated risk taking, proactiveness, opportunity focus and willingness to change were as innovation orientation retains two elements as overarching knowledge and encouraging innovation. The conceptual framework is presented in Figure 1 .
Research Hypothesis
Four alternative hypotheses relating to entrepreneurial marketing dimensions are set for testing by quantitative measures. These are presented as following:
H0 1 Customer orientation has no significant effect on MSME performance. H 1 Customer orientation has significant effect on MSME performance. H0 2 Market orientation has no significant effect on MSME performance. H 2 Market orientation has Significant Effect on MSME Performance. H0 3 There is no significant relationship between entrepreneurial orientation and MSME performance.
H 3 There is significant relationship between entrepreneurial orientation and MSME performance. H0 4 Innovation orientation has no significant effect on MSME performance. H 4 Innovation orientation has significant effect on MSME performance. 
Study Area

Literature Review
MSMEs have been contributing significantly for economic development and creating the employment opportunity. Small and medium enterprises are becoming main sources of employment and competitiveness creating entrepreneurial spirit and innovation. Small and medium enterprises that are driven by limited resources in finance, knowledge, information, time and opportunities do practice simple version of marketing [15] . Large companies competing through mass production, product differentiation and economic scales are being shifted to small enterprises relaying on knowledge, initiative and flexibility [16] . As compared to large firms, MSMEs are more reluctant to adopt a marketing approach mainly because of lack of resources and skills. MSME entrepreneurs are the sole decision makers of marketing programs on the basis of their experience and expectation of the consequences as they would not pose specialized knowledge on this field [17] .
The survival of organizations depends on innovation, creativity and entrepreneurship in today's competitive world [18] . Those firms with a stronger entrepreneurial orientation have better performance than their counterparts in the same industry [19] . Similarly, some factors such as rapid advances in science and technology and more competitiveness in the business environment and also increasingly changing environment has caused company managers to consider the improvement of performance, entrepreneurial orientation and market orientation as an important goal [20] .
Seven underlined dimensions of entrepreneurial marketing are presented as proactiveness, calculated risk taking, innovativeness, an opportunity focus, resource leveraging, customer intensity and value creation [21] . Further, a model of SME Entrepreneurial Marketing Orientation with four dimensions was introduced [10] . These four dimensions of entrepreneurial marketing dimensions are customer orientation (CO), entrepreneurial orientation (EO), innovation orientation (IO) and market orientation (MO) as shown in Figure 2 .
Empirical review on entrepreneurial marketing and MSME performance shows their significant relationship in multidimensional perspective. Achieving growth in small business is not straightforward. The small businesses are operated in their own context with the combination of external environment, internal environment and owner-managers. Therefore, favorable internal and external environment, growing nature of business, and owner-manager's preparedness affect the business performance. These factors are affected by the strategies SMEs implement to grow the business [22] . Previously, companies were able to sell what produced, and their sales strategies were successful enough to increase their sales. Open Journal of Business and Management However these practices are increasing rendered inefficient as a customer-based marketing approach has replaced this prevailing approach. Marketing has become importance since it allows the companies to understand customers' need, the satisfaction of whom is pivotal for their financial success. Marketing strategies of many micro enterprises are not planned systematically or they do very limited marketing activities [2] .
Marketing process in entrepreneurial marketing do not follow traditional marketing mix variable of price, place, promotion and product but instead entrepreneurial marketers need to related continuously with the market, their vision and customer preference present in their minds, constantly thinking of how to improve customer value. The firm had sufficient understanding of their target buyers and was thus able to create superior value for them continuously. This kept clients satisfied and warded off competition. The firms need to take leverage on resources by strategic alliance to be able to grow and they should take risk of introducing new products which need to go hand in hand with a market research [23] .
Two dimensions of entrepreneurial orientation named autonomy and competitiveness were identified as influencing factors to business performance of handicrafts business in Nepal, whereas five dimensions (innovativeness, risk-taking, proactivenss, autonomy and competitive aggressiveness) and three dimensions of performance (efficiency, growth and profit) were analyzed by regression and correlation [24] . They work hard, especially in village in their farm which does not give them a direct return such as wages and salaries [25] .
Six dimensions of entrepreneurial marketing variables as growth orientation, opportunity orientation, customer focus, value creation through networks, informal marketing analysis and closeness to the market were proposed on the basis of literature review and having confirmatory factor analysis [26] . Entrepreneurship Development Institute of India (EDI) identified 13 entrepreneurial competencies as initiative, see and act on opportunities, persistence, information seeking, concern for high quality work, commitment to work contract, efficiency orientation, systematic planning, problem solving, self-confidence, assertiveness, persuasion and use of influence strategies which are critical for an enterprise to become competitive in the global world [27] .
Two entrepreneurs rarely act the same, they may be engaged in the same business environment because they perceive, interpret and identify different possibilities, the space in which they take action may be completely different.
Strategic orientation, commitment to seize opportunity, opportunity reorganization mechanism, control of resources and management structure are key difference between administrative marketing and entrepreneurial marketing attention.
They also encouraged further research in entrepreneurial marketing and its use and impact on firms in all contexts [28] .
Entrepreneurial marketing is creative attempt to address the unpredictable market situation. In this regard, innovation and industrial policies are fundamental in shifting the innovation path towards a more inclusive trajectorydetermining the structure of prices, factor costs, infrastructure and the availability of alternative technologies (and the knowledge that firms have about these technologies)-all affecting firms' investment decisions on their choice of technology [29] . According to the traditional model of organizational climate, organizational climate is the outcome of mainly three elements named organizational factor (structure, system, size and history), people factor (skills, personalities and age) and environmental factors (sociological, political, economic and technological factors). Organizational climate affect the individual behavior which has impact on organizational performance [30] .
Research Methodology
A mixed method of research design with quantitative and qualitative data analysis was adopted. The total population of study was 3000 MSMEs who were asso- 
Analysis of Quantitative Data
Quantitative analysis has been done to test the hypothesis and to examine the relationship between performance (dependent) variables and entrepreneurial marketing (independent) variables.
Test of Hypotheses
Entrepreneurs' demographic information (gender and nature of enterprise) and their response on 36 statements relating to entrepreneurial marketing have been examined to test the hypothesis. Enterprises are categorized in eight types as production, energy, agro/forestry, mining, IT/communication, tourism, construction and service according to their nature [12] . Four hypotheses relating to customer orientation (responsiveness, customer intensity and customer value creation), market orientation (resource leverage, networking/relationship and market intelligence generation), entrepreneurial orientation (calculated risk taking, proactiveness, opportunity focus and willingness to change) and innovation orientation (overarching learning and encouraging innovation) have been tested by Chi-square Statistics (Table 1 ) and ANOVA analysis ( Table 2 ).
H 1 Customer orientation has significant effect on MSME performance. H 2 Market orientation has significant effect on MSME performance.
H 3 There is significant relationship between entrepreneurial orientation and MSME performance.
H 4 Innovation orientation has significant effect on MSME performance. and H 4 are rejected. Table 2 shows that market orientation and innovation orientation has highly significant association with gender (P Value 0.008 and 0.010 respectively). Similarly, market orientation and innovation orientation has significant association with nature of enterprise (P Value 0.033 and 0.031 respectively). While examining the entrepreneurial orientation and customer orientation, significant relationship has been found with gender (P Value 0.011 and 0.021 respectively) whereas the relationship of entrepreneurial orientation and customer orientation to nature of enterprise has no significance (P Value 0.128 and 0.252 respectively). According to the ANOVA analysis, all of the alternative hypotheses (H 1 , H 2 , H 3 and H 4 ) are accepted.
Correlation of Performance Measures with Entrepreneurial Dimensions
The correlation between performance measures (goal achievement, owner/customer/staff/Suppliers satisfaction, market growth, effectiveness of product/service and work efficiency, and relevance of overall activities) and entrepreneurial dimensions (customer orientation, market orientation, entrepreneurial orientation and innovation) is evaluated and it is presented in Table 3 . Table 3 shows that all entrepreneurial marketing dimensions (customer orientation, market orientation, entrepreneurial orientation and innovation orientation) have significant relationship with performance measures at 0.01 level of confidence. Hence, MSME performance is affected by entrepreneurial marketing. Open Journal of Business and Management 
Analysis of Qualitative Data
Existing practice of entrepreneurial market in MSME and their overall situation is analyzed on the data obtained though in-depth interview. Further recommendations to improve the MSME performance are also put forward for their growth on the basis of data analysis. The checklist of interview questions was prepared focusing upon some specific issues as existing situation of MSME in Nepal, business performance influencing elements, entrepreneurial marketing practices in Nepalese MSMEs, major problems of Nepalese MSMEs and best ways to improve the MSME performance so that they would be able to contribute for economic generation, employment opportunity and resource utilization in Nepal.
Need of Government Support for MSME Development
Micro Enterprise Development Program (MEDEP) introduced by Nepal government is found effective to develop the confidence of entrepreneurs. In this regard entrepreneur (B) expressed on her own words as "I feel surprise remembering the past that I was lost in Beni bazaar during the first visit. Now, my life has changed. I have regular income and good social relationship after establishing own Allo processing and weaving enterprise with the support from MEDEP". In contrary, business association executive (E) was not satisfied fully with the presentation of few selected cases of successful entrepreneur in the annual report of government and non-government organization and he put stress to replicate the successful programs within the all regions of the country intensively. He highlighted the requirement of enterprise support program with an example of tooth pick industry. Nepal has been importing tooth pick from China but bamboo trees as the raw material of tooth pick are lying in every geographical region of country without their proper utilization. Similarly, farmers are being suffered due to the unavailability of proper market for their products like ginger and such other crops. Similarly, government executive (A) was worried that hundreds of youth are flying o overseas for employment but government is not able to attract them for self-employment staying together with their family within the country. Association executive (A) tells the need of enterprise friendly policy "the first Open Journal of Business and Management step of Nepal government for enterprise development is to make the simplicity on business registration process and revenue payment system with one window policy system."
Association executive (D) gives importance on enterprise friendly policy that government should full its commitment for industrial development through promotion of micro and small enterprises. The enthusiasm of the entrepreneurs should be promoted instead of discouraging them through long and complicated government procedures to register business and paying tax. Just delivery of speech by leader doesn't work until its effective implementation does not happen. Transparency and accuracy on policy and proper implementation is essential.
Entrepreneurial Marketing Practices in Nepalese MSMEs
Association executives (B and C) summarized that marketing practice is changing due to the globalization and use of internet in business. The traditional marketing is being adopted by large scale enterprises where as entrepreneurial marketing is suitable in small enterprise that are lacking resources and major marketing decisions are influence by an entrepreneur. However, small enterprises have scope to adopt the flexibility as accordance to the changing marketing environment. Major findings of the study show that salesmanship plays vital role for selling the products. The study reveals that Nepalese MSME use pushing strategy of selling their products, word of mouth promotion, buyers' reference, sample distribution, trial taste, door to door visit, TV advertisement, radio ads, print ads, publication, coupons, prize, verbal presentation, hording board, social networking, relationship and internet marketing. Prevailing situation of syndicate and cartel dominated market is undesirable to the society. Quality assurance department and other concern authorities of Nepal government should monitor the market and control the unsystematic price fixing practice, marketing the duplicate goods and transaction of unauthorized goods. The government should ply important role of an umpire where seller and buyers are the key players of marketing game.
Need of Motivational Inputs to Youth for Starting Their Enterprise
Even though involvement in social association is a best way for expanding networking and relationship but least attention on business professionalism may affect negatively to the growth of business in the competition. Entrepreneur (C) presents current trend of MSME owners for being involved in social clubs as path way for political career and being safety from the pressure of donation. He states "some people have been associated with social clubs and business association for their name, fame and social prestige. Social service, volunteerism and public welfare are being slogan of NGOs and they are interested to visit abroad. Social phenomenon is giving pressure to be associated with political parties so that they could be protected from pressure of donation and demand of different types of gangs". Open Journal of Business and Management
In this regard, government executive (A) opinions that youth should be attracted to establish enterprise and they should be provided different training to develop their technical and managerial skills. Proper counseling on cost benefit analysis, opportunity identification, career aspiration and charming of being social contributor would be the important contents of motivational sessions.
Infrastructure Facility and Honesty of Political Leaders Is Essential
Infrastructure facility with road and regular supply of electricity is essential to succeed MSMEs in competitive environment. Entrepreneur (A) assumes the Terai region is the best place to establish enterprise by considering the easy accessibility of raw materials and transportation facility. Entrepreneurs have to face different hurdles to fulfill requirement for registration and tax clearance. Some entrepreneurs have left the business and gone to abroad searching the employment opportunity due to lack of government support. They have to face difficulties acquiring raw materials, finding industrial shed, finding adequate training and such other software and hardware facilities. Government executive (B) gives emphasis for extra duties and taxes for imported goods so that local products can be sold in competitive market. Further, he added "the reasons of failure of privatized industries are weak management, dependency on raw material and undue political influence by the leaders for personal interest. The industrial development programs are to be designed considering the geo-political situation of the country and saying of the late King Prithivi Narayan Shah, Nepal is "Dui Dhunga ko Tarul". It means Nepal has challenge to grow by maintain the balance relationship with neighboring countries, India and China. Similarly, entrepreneur (C) thinks that honesty and sincerity of political leaders, policy makers and government staff is important for developing industrial environment and economic growth of the nation. He says "MSME development is possible by electing honest, sincere and responsible leaders in all levels of government and business association. They should be committed to maintain social harmony and creating self-employment opportunity to the citizens." The government of Nepal should establish industrial village in every province with necessary infrastructure facilities and easy access of loan in cheaper interest rate. Entrepreneur (C) is also assumes the need of financial and technical support adequately and majority of micro and small enterprise owners are not able to utilize their potentialities due to the lack of financial support and risk of competitive market. On the basis of study result, a model with five dimensions of entrepreneurial marketing is proposed. Influence orientation is newly proposed dimensions over existing four dimensions as market orientation, customer orientation, entrepreneurial orientation, innovation orientation. In this regard, entrepreneurs should possess influencing and persuasion skills to convince government authorities for grabbing opportunities and making them to decide in favor of enterprises. All together 14 elements under five dimensions of entrepreneurial marketing are Open Journal of Business and Management identified as significant elements. Entrepreneurial orientation includes four elements named opportunity focus, proactiveness, calculating risk taking and willingness to change. Innovation orientation comprises two elements as overarching knowledge and encouraging innovation. Market orientation includes networking/relationship, resource leverage and market intelligence. Customer orientation has three elements as responsiveness, customer intensity and customer value creation. Newly identified dimension named influence orientation comprises two elements as entrepreneurial education/training and support agency persuasion. Proposed five dimensional model of entrepreneurial marketing is presented in Figure 3 .
Conclusions and Suggestions
Four entrepreneurial marketing dimensions are customer orientation, market orientation, entrepreneurial orientation and innovation orientation [10] . The literature supports that these elements have significant influence on MSME performance. Hypotheses test result of this study also supports the previous findings. Chi-square test, ANOVA analysis and correlation assessment have proved that four dimensions of entrepreneurial marketing as mentioned earlier have significant impact on MSME performance in Nepal.
Qualitative analysis on the basis of in-depth interview identified the prevailing situation of MSME and the best direction for their better performance. Poor industrial policy and ineffective implementation of enterprise development program Open Journal of Business and Management is one of the barriers of MSME failure. Undue political influence and bureaucratic hurdles are observed. Lack of entrepreneurial motivating training and education are observed as the key factors for slow growth of MSME. Long hour electricity load shading and poor infrastructure facility would be the reasons for being unable to serve goods and services in competitive price.
Essential actions that should be adopted to improve MSME performance are enterprise support system, one window tax policy and simple bureaucratic process. Entrepreneurial education and motivational training are essential. Further research is recommended with five dimensions of entrepreneurial marketing in wider geographical region with large number of sample respondents as this study is limited within the Dhaulagari Zone of Nepal. Enterprise friendly bureaucratic system is to be practiced to promote MSMEs in Nepal as this sector can contribute significantly for income generation and employment opportunity in both rural and urban communities of Nepal.
